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 Preface 
 The Academy of International Business Southeast Asia Region (AIB-
SEAR) forged a collaborative link with Palgrave Macmillan to publish 
a book series in 2012. The first volume of the series,  Multinationals and 
Global Consumers: Tension, Potential, and Competition (2013), emphasized 
two distinct components: (1) The strategies of multinational firms in 
advancing global markets among both developed and emerging coun-
tries; and (2) The ultimate target for multinational firms – the vora-
cious global consumer. Our second volume, entitled  The Rise of Asian 
Firms: Strengths and Strategies , is organized around the schematic 
theme of international business research in Asia and has two parts: 
(1) Asian Firms: Environment, Institutions and Management; and (2) 
Internationalization of Asian Firms: Perspectives and Strategies. It 
includes selected papers presented at the AIB-SEAR 2013 Conference, as 
well as several other papers focusing on the growth and expansion of 
Asian firms in the global arena. 
 The theme of our 2013 Conference was “International Business 
Cooperation, Competition, and Coopetition” and featured lively dia-
logue and discussion on the growth of Asian firms. How and where 
have Asian firms been expanding their business? What are their growth 
strategies? What factors motivate the outward flows of foreign direct 
investment (FDI) from these firms? How are these firms responding to 
the challenges and competition of the rapidly changing international 
business environment? The conference papers selected for this book 
strive to address some of these questions. 
 Coincidentally, the 2013 AIB-SEAR Conference was held during the 
same week (in December 2013) and in the same location (in Bali, 
Indonesia) as the 9th World Trade Organization (WTO) Ministerial 
Conference. The Bali Round continued with the efforts initiated at 
the Doha Round in 2001, attempting to reduce trade barriers and cre-
ate a fairer trade environment that enhances trade opportunities and 
global economic expansion and development. As global trade contin-
ues to grow, more and more countries are utilizing WTO dispute set-
tlement processes to resolve trade issues. Recent rulings by the Dispute 
Settlement Panel concluded that China breached its WTO obliga-
tions by restricting the export of rare earth elements for  industrial and 
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high-tech uses, and the United States acted inconsistently with WTO 
rules in its countervailing and anti-dumping measures towards certain 
products from China. These rulings, which involve the world’s two 
leading trading nations, are just examples of the increasing complexity 
of international trade. Moving forward, both multinational and Asian 
firms must be vigilant in monitoring the evolving international trade 
and business landscape so they can continue to adapt and stay ahead of 
the competition. 
 In light of the increasingly diverse views among the 159 members of 
the WTO, negotiations do not always deliver the best result. The WTO 
framework adopts a “single undertaking” approach, meaning that 
“nothing is agreed until everything is agreed”. Therefore, the WTO has 
been moving very slowly with efforts focusing more on “understand-
ing” and “discussing” issues instead of negotiating to close gaps. While 
the multilateral approach yields little in terms of results, we are seeing 
more and more bilateral and regional agreements of regional trade in 
goods and services. The North American Free Trade Agreement and the 
European Union are the key examples in the Western world. In Asia, 
there are two major examples, the South Asian Free Trade Area (con-
sisting of India, Pakistan, Nepal, Sri Lanka, Bangladesh, Bhutan and 
the Maldives) and the Association of Southeast Asian Nations (ASEAN – 
with ten member states: Brunei, Cambodia, Indonesia, Laos, Malaysia, 
Myanmar, the Philippines, Singapore, Thailand and Vietnam). In fact, 
plans and discussions have been underway for ASEAN to establish closer 
trade relationships with Australia, China, India, Japan, New Zealand 
and South Korea (the so-called ASEAN plus Six). In particular, China 
has signed the China-ASEAN Free Trade Area framework agreement in 
order to eliminate or scale down tariffs on a large range of products 
by 2015, and the Korea–Australia Free Trade Agreement announced in 
April 2014 will eventually remove tariffs on primary products ranging 
from about 15% to more than 500%. 
 The emergence of these largely borderless trade blocs has created both 
challenges and potential for multinational firms. International business 
is driven by companies with strong capabilities to stand up to global 
competition in their search for new markets. The growth of some Asian 
economies, in particular China and India, has been driven by the pro-
duction of low-cost goods for export around the world. However, we are 
now seeing more Chinese and Indian firms aggressively engaging in 
outbound overseas investment. As these leading Asian companies seek 
to lead an economic transition and move away from export-led growth, 
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there is strong evidence that they are actively seeking out expansion 
through outbound FDI and strategic alliances. 
 The various book chapters adopt different focuses and perspectives, as 
well as different research methodologies – both qualitative and quanti-
tative approaches – in their attempt to explain new trends and phenom-
ena in the internationalization of Asian firms. The key topics involve 
discussions of internationalization patterns, network relationships and 
localization, understanding of organizational adaptive capabilities and 
leadership styles, location choice (developed vs developing countries) 
and the impact of alternate approaches for outbound FDI (mergers 
and acquisitions vs greenfield investments). This second volume offers 
extensive case studies and theory-based research with empirical data. 
Based on in-depth analyses, the chapters provide insightful sugges-
tions and conclusions that showcase the unique challenges confronting 
Asian firms and the strengths and strategies of these firms in achieving 
market success and business performance. 
 The selected papers in this book highlight some of the current dis-
cussions around the issues, trends and challenges among Asian firms 
and capture the different “Asian” ways of managing international 
businesses. The findings and conclusions presented within each chap-
ter present the unique styles of management, insights and reflections 
based on each country’s distinct background, and cultural and histori-
cal perspectives. Asia has shed its third world status in the global eco-
nomic arena and transformed into an important player in international 
trade and investment. In covering countries from China to India, and 
Singapore to Taiwan, this book reveals the increasing adoption and 
integration of Western and Asian business concepts by Asian firms in 
developing a unique style of Asian strategies for international growth 
and expansion in the 21st century. 
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